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Abstract
This study conceptualized the customer retention of three star hotels in Malaysia by measuring the hotel’s room 
service quality and customer’s consumption emotions, moderated by customer’s satisfaction. This will facilitate 
authors the reasons and importance of room service and their sense for customer choice to procure same service for 
their next stay especially in middle class hotels. The target for purposive sampling is three star hotel s’ customer 
around Malaysia segregated by all 14 states. Findings on the critical factors for customer retention will provide 
benchmarking for Malaysian hoteliers in strategizing their room service quality.
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1. Introduction
The growth of travel and tourism in Malaysia has contributed a RM65.3 Billion in revenues and 7 percent of 
Malaysia GDP in year 2012 and continue to show an increasing trend. The amount contributed to GDP is expected 
to grow by 5.5 percent per annum, to achieve RM113.3 billion by 2023 and becoming a promising national agenda 
in tourism in the years coming. The statistic from the Immigration Department of Malaysia showed that there were 
24.6 million tourists from around the world visited Malaysia in the year 2010 (Tourism Malaysia, 2010). The similar 
trend can be seen in the number of hotels and hotel rooms which the number grows from 45,032 rooms in 1990 
(Goldsmith and Mohd Zahari, 1994) to 195,445 rooms in 2012 (Refer to Table 1). 
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     Table 1. Room tabulation across states in Malaysia (2011-2012) and the percentage changes
State Supply of Hotels Supply of Rooms
2011 2012 (%) Change 2011 2012 (%) Change
Putrajaya 4 4 0.0 930 1,038 11.6
Kuala Lumpur 260 263 0.8 38,520 38,642 0.3
Selangor 255 248 -2.7 19,367 19,117 -1.3
Perak 216 223 3.2 10,195 10,405 2.1
Pulau Pinang 145 148 2.1 13,728 13,770 0.3
Kedah 189 177 -6.3 12,270 11,750 -5.7
Perlis 16 19 18.8 776 829 6.8
Kelantan 106 106 0.0 4,153 4,056 -2.3
Terengganu 137 142 3.6 4,133 4,393 6.3
Pahang 292 287 -1.7 23,269 23,129 -0.6
Johor 234 245 4.7 15,723 16,509 5.0
Melaka 163 163 0.0 9,993 10,053 0.6
Negeri Sembilan 80 84 5.0 6,935 6,892 -0.6
Sabah 326 324 -0.6 18,078 19,423 7.4
Labuan 27 28 0.0 1,408 1,358 -3.6
Sarawak 257 263 3.7 13,862 14,261 2.9
Total 2,707 2,724 0.6 193,340 195,445 1.1
Source: Tourism Malaysia with cooperation of MOTUOR and MBHA (Malaysia Budget Hotel Association)
Success in the hotel and tourism industry depends on understanding the key factors of customer satisfaction. 
Customer satisfaction leads to purchase repetition, intention to revisit, and potential increased future patronage of 
the hotel. Satisfying customers during their first visit and prolonging their stay can help develop customer loyalty 
and thereby encourage the desire to revisit the destination (Poon and Long, 2005). Otto et al. (2004) found that the 
relationship between customer satisfaction and repeat purchase was bolstered when the customer found value in the 
product. Hence, consumption emotions are important components of customer response and influence customer 
satisfaction and repeat patronage (Allen, Machleit, and Kleine, 1992; Laverie, Kleine, and Kleine, 1993). In relation, 
according to Zeithaml and Bitner (2000), many firms recognize that they compete more efficiently through the 
service quality and customer satisfaction. It is because the importance of service quality evaluation can be 
demonstrated by the fact that when a firm delivers an excellent service, this typically leads to the higher satisfaction, 
which it implies for the customer retention and consequently an increase in profits.
Furthermore, this study focuses on the hotel room because the main product is to provide room services. Based 
on the previous research, the average hotel guest spends some four waking hours per day at a property (Marsan, 
1999); the bulk of the remaining time is spent in slumber. Half of those waking hours would typically be spent 
within the confines of the hotel room (Lundberg, 1994) with the two remaining hours at the various on-site facilities 
such a hotel’s food and beverage outlets. Utilization of the hotel room signifies the criticality of the accommodation 
component in the hotel product and hence its importance in terms of its conceptualization and operation. The 
accommodation of a hotel room typically contributes to the bulk of total revenues, outperforming the other profit 
centres, not only in terms of revenues, but also in terms of departmental profit (Arthur Anderson and Co, 1993; 
DeVeau et al., 1996). Because of this, it is essential that hoteliers continually reassess the purpose and function of 
their hotel rooms as the core product in a hotel. The physical aspects and tangible dimensions of the hotel room are 
keys to the satisfaction of the guest and a prime consideration for return patronage.
2. Theoretical Background
According to Bitner and Hubbert (1994), service quality is “the customer’s overall impression of the relative 
inferiority and superiority of the organization and its services”. This signifies that customer is the single judge of 
service quality. Customers view service quality in two aspects; the process and the output quality. Also, from the 
several studies revealed that service quality has been a prerequisite for success and survival in today’s competitive 
HQYLURQPHQWWKXVDQLQWHUHVWLQVHUYLFHTXDOLW\KDVREYLRXVO\LQFUHDVHGDVZHOO*UåLQLü*KREDdian, Speller 
and Jones, 1994). Hence, service quality has attracted the interest of many hospitality researchers to explore it 
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(Kitapci, 2007; Akbaba, 2006; Mey, Akbar and Fie, 2006; Kim and Oh, 2004; Su, 2004; Ekinci et al., 2003; 
Carneiro and Costa, 2001; Ekinci and Riley, 2001; Oh, 1999). There also have been few studies looked at customer 
loyalty of service (Oliver, 1997). Furthermore, Akbaba (2006) recommended that the role of service quality in the 
success of hotel organizations should not be ignored. Even for a specific aspect such as the hotel room service 
therefore, service quality is important for customer satisfaction and determine the customer retention. 
While hotel room service quality is a key factor of customers’ satisfaction and retention, consumption emotion 
also plays role along the trail. Consumption emotion is defined as a set of emotional responses elicited specifically 
during product usage or consumption experiences, as described either by emotional experience and expression or by 
the structural dimension of underlying categories (Russell, 1979). It is distinguished from the related phenomenon of 
mood (Gardner 1895). Hence, satisfaction is not the pleasurable of the (consumption) experience, it is the evaluation 
rendered that the experience was at least good as it was supposed to be (Hunt, 1977). 
Both of service quality and consumption emotion had been theoretically tested and evaluated in past literatures 
as factors and determinants of customer satisfaction. Satisfaction has been established as a key causal agent 
responsible for experience-based attitude change (Oliver, 1980). Customer satisfaction is define as “the individual's 
perception of the performance of the product or service in relation to his or her expectations” (Schiffman and 
Kanuk, 2000). Satisfaction is also the response of customer to the evaluation of perceive discrepancy between prior 
expectation and actual performance. In addition, following Cronin et al. (2000), conceptualized customer 
satisfaction is to be an evaluation of an emotion, reflecting the degree to which the customer believes the service 
provider evokes positive feelings. When satisfaction is based on judgment instead of evaluation, it is easier to 
distinguish the satisfaction and the consumption emotion itself.
The argument of the importance of keeping existing customers is undeniable. Customer retention or customer 
loyalty in this study refers to the repeat purchase of return or using the same service again. Authors believe the 
customer retention is important for hotel business continuity and success. 
The customer satisfaction and customer retention could be in paradoxical relationship. Ovenden (1995), who 
argues that in order to retain a customer, it is necessary to satisfy him, supports this. Desai and Mahajan (1998), also 
assume that retained customers are, in fact, satisfied, and not retained simply because of habit, indifference or 
inertia. Plus, Johnston (2001), support empirically the distinct between the two by finding a weak relationship 
between satisfaction and retention.
This study argues that only the satisfied customer is able to repeat purchase in the hotel industry, particularly in 
hotel room service quality aspect. Authors also deny the proposition of having habitual action on repeat purchase. 
Taking Chatura (2003) description of customer retention, it is a propensity of the customer to stay with their service 
provider. 
3. Dependent and Independent Variables
In this study, the dependent variable is customer retention. The independent variables are hotel room service 
quality and consumption emotion. The mediating variable is customer satisfaction. 
3.1 Dependent variable: Customer retention
Retention refers as a commitment to continue to do business or exchange with a particular company on an 
ongoing basis. Retention also can be defined as the customers’ liking, identification, commitment, trust, willingness 
to recommend, and repurchase intentions, with the first four being emotional-cognitive retention constructs, and the 
last two being behavioral intention (Stauss et al. 2001).
According to Oliver (1997), customer retention is deeply held commitment to rebuy or repatronize a preferred 
product or service consistently in the future, despite situational influences and marketing efforts having the potential 
to cause switching behaviour. Later, Chatura (2003) defines customer retention is the propensity of the customer to 
stay with their service provider. Many organization today having difficulty to attack new customer so the 
restructures their marketing department and appoint managers to give attention to their existing customer (Ahmad 
and Buttle, 2002). Customer retention is very important for the hotel in order to ensure hotel sustainability and 
growth for a long time; therefore, it is the hotel’s duty to ensure that they had been able to fulfil all the customer’s 
needs and wants from time to time. Whenever there are crises arise, they need to be alerted to the current situation 
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and be able to respond to it quickly. Besides that, hotel’s management needs to ensure that individual customer to be 
as satisfy as they can be. If management is serious about helping customers succeed, retention is a necessary but not 
sufficient component to their satisfaction. In fact, retention should be the minimal expectation for customer success 
that they simply return to the hotel after their first year (Kahrig, 2005). 
3.2 Independent variables:
There are two independent variables will be scrutinized in this study. First is the Hotel Room Service Quality, 
which is also the specific area of service quality. Second is the Consumption Emotion, which is the emotion 
evaluation of customer during the hotel room stay.
3.2.1 Hotel room service quality:
In the hotel literature, service quality has been identified as a determinant in achieving customer satisfaction with 
service providers (Gilbert and Horsnell, 1998). Service quality was conceptualized as the differences between the 
expectation and performance (Parasuraman et al., 1994). Petrick (2004) suggest that quality is the best predictor of 
customer intention to repurchase.
Service quality expectation is a normative standard of customer future want (Boulding et al., 1993). According 
to Wu (2009), the researcher determined that overall perceptions of hotel service quality should be based on 
customer evaluations of three primary dimensions of service encounter which are; interaction quality, physical 
environment quality and outcome quality. Authors decided to consider only based on the physical environment 
quality since the background of study is focuses on the hotel room as the area that selected in measuring hotel 
service quality.
Principally, physical environment quality has been specifically investigated for its environmental influences on 
customer behavior since the beginning of the 1970s (Kotler, 1973). In a service setting, basically the service 
environment was associated with the physical ambience of the service encounter or what was considered as the 
servicescape (Fassnacht and Koese, 2006). According to Bitner (1992) showed that the servicescape was a possible 
determinant of the quality of the physical environment. In addition, that researcher also found that the physical 
environment was a constructed facility in which service delivery took place, as opposed to the natural or social 
environment. Besides that, Elliott, Hall and Stiles (1992) referred to physical environment quality as the physical 
features of the service production process while Rys, Fredericks and Luery (1987) found that customers inferred 
physical environment quality based on their perceptions of the physical facilities. 
Based on literature, many researchers showed that physical environment quality has been considered as one of 
the most important aspects in customer evaluations of service quality (Howat, Absher, Crilley and Miline, 1996; 
Wakefield, Blodgett and Sloan, 1996; McDougall and Levesque, 1994; Rust and Oliver, 1994; Wright, Duray and 
Goodale, 1992; Bitner, 1990; Baker, 1987; Lehtinen and Lehtinen, 1985). However, Nguyen and Leblanc (2002) 
found that previous studies on the combined effect of multiple elements comprising the physical environment 
quality have not been identified in the hotel industry.
According to Wu (2009), there are several sub-dimensions that involved in physical environment quality which 
are; ambience, cleanliness, décor and design that significant in this study. For the first sub-dimension of physical 
environment quality is ambience where it refers to the conscious design of space in order to create certain effects in 
customers to increase their purchase likelihood (Kotler, 1973). This sub-dimension may include attributes such as 
lighting, music, noise, temperature, signage, and wall colour (Bonn and Joseph-Mathews, 2007). Heide et al. (2007) 
also explained that most of hospitality managers worldwide have become concerned about the issue of ambience as 
well. 
In order to improve the quality of ambience, Heide et al. (2007) suggested that different groups of practitioners 
both of hospitality managers and outside experts (e.g., designers, architects, etc.) should be involved in conducting 
this task. Based on the services marketing literature, Heide et al. (2007) also found that ambience had an association 
with customers thus it was seen as a tool for changing customers’ attitudes and behaviours.
According to Bitner (1992), the role of ambience was important for service organizations rather than for 
producers of tangible goods. Regardless of different geographical areas, nationality of customers and types of hotel, 
ambience has been identified as an essential determinant in explaining customer satisfaction among hotel customers 
as stated by Troye and Heide (1987). In order to increase the level of service quality, hospitality managers attempted 
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to improve the ambience of an organization (Heide et al., 2007). Because of the perceived need for assistance in this 
task, managers often became involved with external design experts, such as designers, architects and so on (Heide et 
al., 2007). Since ambience was an intrinsically complex phenomenon and an ambiguous concept, as well as the fact 
that training and experience differed among hospitality managers and design experts, their perceptions and 
knowledge of the role of ambience might be different (Heide et al., 2007).
The second sub-dimension of physical environment quality is cleanliness where it has been identified as one of 
the most important factor and features a hotel could offer its customers (Callan, 1996). Min et al. (2002) identified 
that cleanliness was the most important feature of hotel rooms. Many hotel studies indicated that cleanliness was a 
highly important factor in customers’ selection of their accommodation (Ryan and Qu, 2007; Nash, Thyne, and 
Davies, 2006; Lockyer, 2002; Callan, 1996; Weaver and Oh, 1993; McCleary and Weaver, 1992; Saleh and Ryan, 
1992; Knutson, 1988).
Normally, before the potential customers stayed in a particular hotel, they had little or no idea about its level of 
cleanliness (Lockyer, 2005). In relation, several studies proposed that cleanliness was a factor in influencing 
whether customers returned to a hotel and thus the level of repeat business as well (Lockyer, 2005; Weaver and Oh, 
1993). Taninecz (1990) also reported that room cleanliness, particularly, was one of the most important attributes for 
business customers in selecting their hotel. Besides, Weaver and McCleary (1991) indicated that over 90 percent of 
hotel business customer’s ranked cleanliness as the most important aspect when selecting hotels for their 
accommodation. However, Lockyer (2003) indicated that the issue of cleanliness has not attracted a lot of attention 
in the hotel industry.
The third sub-dimension of physical environment quality is décor which it has been referred to as the art of 
decorating a room so that it was attractive, easy to use, and functioned well with the existing architecture (Fornes, 
2007). Several researchers identified that customer preferences in the use of a hotel have been determined by a 
number of factors and interior décor was important in customer selection of hotels (Wu and Weber, 2005; Lockyer, 
2002; Min and Min, 1997; Saleh and Ryan, 1992). Susskind and Chan (2000) also found that décor was a key 
determinant in increasing the accuracy of customers’ assessments of the quality of a restaurant’s service. However, 
Ekinci and Riley (2001) indicated that the décor sub-dimension has received little attention in the hotel industry.
Finally, the fourth sub-dimension of physical environment quality is design whereby it represented the layout or 
architecture of the service facility of an organization itself that including aesthetic (visually pleasing) and functional 
(practical) components of the physical environment in the hotel industry (Heide et al., 2007; Moye, 2000; Aubert-
Gamet, 1997). Although the aesthetic and functional components were closely related, the former promoted sensory 
pleasure in the service experience whereas the latter facilitated customers’ behavior (Aubert-Gamet, 1997).
Besides that, Bitner (1992) and Baker (1987) showed that design indeed existed at the forefront of customer 
awareness. Also, Veronique (1997) and Bitner (1992) demonstrated that design has a comparatively greater potential 
for producing positive customer perceptions of service quality toward an organization. In relation, Brady and Cronin 
(2001) identified that design as one of the important sub-dimensions in the physical environment quality dimension. 
Moreover, in Aubert- Gamet’s (1997) hotel study, design was a visual stimulus that was far more likely to be 
apparent to customers than ambience. However, Ransley and Ingram (2001) illustrated that the design as sub-
dimension has not attracted a lot of attention in studies of physical environment quality in the hotel industry as well.
In addition, from the study that conducted by Barber and Scarcelli (2000) explained that the concept of the 
physical environment as an important part of the service experience where it was introduced as early as the 1970s 
(Kotier, 1973). Kotier’s research suggested there may be more to the customer’s experience than the product or 
service, citing atmosphere or physical environment as possible influences in the purchase decision. In support of 
this, Brady and Cronin (2001) found by using a meta-analysis, that service quality has many different constructs, 
with the tangible physical environment emerging as an important and often neglected construct. This environment is 
composed of ambient conditions, design, physical and social factors, all of which are important predictors of service 
quality.
Further, according to Barber and Scarcelli (2000), this highly complex physical environment has been accepted 
in many service organizations such as hospitals, hotels, airlines, banks, and restaurants and thus consequently 
addressed by requiring elaborate designs, layouts, and, interior decorations in order to achieve a variety of marketing 
and organizational objectives (Bitner, 1992; Lockyer, 2003; Raajpoot, 2002; Ryu and Jang, 2008). For example, the 
design and layout of a dining room can enhance the pleasure and satisfaction of the dining experience and assist 
with employee productivity (Ryu and Jang, 2008). At the same time, the cleanliness of a hotel, whether it is the 
lobby, building exterior or the guest room’s bathroom, can influence the customer’s perceptions of service quality 
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(Lockyer, 2003).
In relation, Lehtinen and Lehtinen (1991) divided the physical environmental quality into physical product 
consumed during the service production process and physical support that facilitates the production of the service. 
Johnston (1995) divided the physical environment quality as well as tangibles into cleanliness or tidiness of the 
tangible components and comfort of the service environment and facilities. Other than that, Brady and Cronin 
(2001) and Raajpoot (2002) found that the physical environment quality in four different service industries that 
customers listed the service environment as a consideration in their service quality evaluations. Their studies 
revealed three factors that influence perceived quality of the physical environment, which are; ambient conditions, 
facility design, and social factors. Ambient conditions include the non-visual aspects of temperature, scent, and 
music. Facility design is classified either functional (i.e. practical) or aesthetic (i.e. clean and visually pleasing). 
Social conditions involve the number, type of people, and behavior within the service setting (Raajpoot, 2002; Ryu 
and Jang, 2008). Finally, Lockyer (2003) found the physical environment and, in particular, cleanliness to be an 
important factor in the selection of a hotel room. 
Therefore, based on the literature found that ambience, cleanliness, décor and design may play an important 
role in influencing customer’s evaluation toward hotel service quality instead of physical environment quality in this 
study.
3.2.2 Consumption emotion:
Havlena and Holbrook (1986) defined consumption emotions as the set of emotional responses elicited 
specifically during product usage or consumption experiences. Barsky and Nash (2002) state if hotel entrepreneurs 
can offer all three key loyalty emotions (feeling of being pampered, relaxed and sophisticated), guests are willing to 
double their expenses. Consumption emotions are important components of customer response and influence 
customer satisfaction and repeat patronage (Allen, Machleit, and Kleine, 1992; Laverie, Kleine, and Kleine, 1993). 
Therefore, it can be determined; the stronger positive emotions experienced during the service encounter, the 
stronger the relationship between satisfaction and repeat visit (Bloemer and de Ruyter, 1999). 
Positive consumption emotions positively influence satisfaction while negative consumption emotions negatively 
impact satisfaction (Westbrook, 1987; Mano and Oliver, 1993; Oliver, 1993). Hence, it can be determined; the 
stronger positive emotions experienced during the service encounter, the stronger the relationship between 
satisfaction and repeat visit (Bloemer and de Ruyter, 1999).  
3.3: Moderating variable: Customer satisfaction
Satisfying customers is an important element in marketing concept (Kotler and Armstrong, 2004) as it affects 
future consumer purchase behaviour (Oh and Parks, 1997; Yi, 1990; Yoo and Park, 2007). Kotler and Armstrong 
(2006) describe the satisfaction as it can be thought as the extent to which a product’s perceived performance 
matches a buyer expectation. Several studies demonstrate customer satisfaction as a attitude predictor of repurchase 
behaviour (Anderson et al., 1994; Anderson and Mittal, 2000; Fornell 1992; Reichheld, 1996). In satisfaction, 
expectation reflects anticipated performance (Churchill and Supernant, 1982). Ovenden (1995), who argues that in 
order to retain a customer, it is necessary to satisfy him, supports this. Bearden and Teel (1983) argue that, customer 
satisfaction is important to the marketer because it is a determinant of repeat sales, positive word of mouth and 
customer loyalty. Desai and Mahajan (1998) also assumed that retained customers are, in fact, satisfied, and not 
retained simply because of habit, indifference or inertia. This is supported by Anderson and Sullivan (1993), which 
states; the more satisfied the customer, the greater their retention. Ranaweera and Prabhu (2003) also support the 
premise and found customer satisfaction has significant positive effect on customer retention. Bou-Llusar et al. 
(2001) exert significant positive influence of quality perception on customers’ repurchase intention, moderated by 
satisfaction variable.
Parayani et al. (2010) demonstrate that the hospitality industry has involved in the increasing competition for 
high service quality and customer satisfaction. Therefore, hotel organizations need to understand with as much 
precision as possible what the customers want from the service experience. Previous empirical study found a strong 
positive relationship for customer satisfaction and customer retention such in goods and service (Selnes, 1998; 
Taylor and Baker, 1994), and businesses interaction (Patterson and Spreng, 1997).
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4. Framework and Methodology:
The current study examines the nature and strength of relationship between hotel room service quality, 
consumption emotion, customer satisfaction and customer retention in the context of mid-range priced hotel. The 
reason this study choose to examine three star hotels’ customer as a respondent is to have average respondents 
whose demographically could be anybody in the sample received. Authors argued that lower ratings and upper 
ratings such as 1 star and 5 star hotels could bring specific demographic factors biasness e.g. income level. 
Furthermore, the extreme ratings could set up artificial expectations. 
Authors intend to utilize the purposive sampling method, which is a non-representative subset of some larger 
population, and is constructed to serve a very specific need or purpose in distributing our questionnaires. Moreover, 
authors also intend to guide as well as interview the target respondents in collecting the information. The interview 
part will be comprised of open ended questions and several expected unclear and ambiguous questions. Two pre-
survey questions are also included as part of respondent filtering; the customer of hotel and the not, so the non-
related respondent could be remove for the analysis. A six-point of Likert scale ranging from 1 (Strongly disagree) 
to 6 (Strongly agree) will be employed to seek respondent agreement on 14 statements on hotel room service 
quality, 9 statements on consumption emotions, three statements on customer satisfaction and three statements on 
customer retention. These customize scales is generated based on hotel service quality literature (e.g. Wu and 
Weber, 2005) and authors desecration with as much as possible took into account the dimensional measures in 
which, play technical and functional role of each variables. The sufficient number of respondents of each state will 
be ensured so the segregated analysis is possible to be prepared. As the service quality and the behavioural intention 
has direct link (Bitner, 1990), the researcher believe that the subsequent behaviour, intention and preference of hotel 
room service quality will result in customer retention. Significant focus will be placed for the influence of hotel 
room service quality in determining repeat purchase or customer retention. Customers are likely to choose the same 
hotel, if the hotel room service quality is more than their expectation. Previous studies support the premises of 
repurchase intentions are positively related to service quality includes Cronin and Taylor (1994), Cronin et al. 
(2000), Choi et al. (2004). The framework developed has it a main feature which is to examine the main effects of 
each of the three independent variables and mediating variables on retention (refer to Fig. 1). Doing so allows the 
authors to examine, among other things, the simultaneous influence of customer satisfaction, hotel room service 
quality and consumption emotions on customer retention. The statements of the relationships of variables are
hypothesized as follows;
: Customer Satisfaction with the Hotel Room Service Quality results Customer Retention
: Customer Satisfaction on Consumption Emotion results Customer Retention
The expected data analysis will be done in two stages. The first stage will analyze items, factor and reliability. The 
authors intend to apply exploratory factor analysis (EFA) through principle component analysis with varimax 
rotation using SPSS version 20. The factor scores will be later saved for next stage; mutilinear regression analysis.
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Fig. 1: Conceptual Framework
5. Summary and Conclusion:
This study could be very informative and important for the hotel managers in practicing good hotel room service 
especially in Malaysia. The evaluation of the dimensions of both independent variables enhances specific criteria in 
fulfilling customer expectations and encourages them to revisit and stay again. Final criteria of customer satisfaction 
in room service of hotel industry’ s strength, weaknesses, opportunity and treat will define an accurate deployment 
of cost, time and energy by the management team. Clear goals, appropriate loyalty program, key customers’ 
identification and performance tracking could develop and boost the hotel business performances.
All in all, monitoring customer retention is the main focus for managers in the hotel industry. Restructuring
marketing strategies could be essential and existing customer could be a priory in surviving competitive hotel 
industry. It’s easier and cheaper to keep a customer than find a new one.
References
Ahmad, R. & Buttle, F (2002). Customer retention management: A reflection of theory and practice, Journal of Marketing Intelligence and 
Planning, 20(3), 149-161.
Akbaba, A. (2006). Measuring service quality in the hotel industry: A study in a business hotel in Turkey. International Journal of Hospitality 
Management, 25(2), 170-192.
Allen, C. T., Machleit, K. A., & Kleine, S. S. (1992). A comparison of attitudes and emotions aspredictors of behavior at diverse levels of 
behavioral experience. Journal of Consumer Research, 18, 493-504.  
Andeson ,E. W., &Sullivan, M. W. (1993). The antecedants and consequences of customer satisfaction for firms. Marketing Sceince, 12, 125-143
Arthur Anderson & Co. (1993) Summary statement of income and expense by hotel category, The Host Report-1993. In: T. Powers (ed.) (1995) 
Introduction to Management in the Hospitality Industry, 5th edition. New York: John Wiley & Sons, Fig. 8.4, p. 228 .
Aubert-Gamet, V. (1997).Twisting servicescapes: Diversion of the physical environment in a re-appropriation process. International Journal of 
Service Industry Management, 8 (1), 26-41.
Barber, N., & Scarcelli, J. M., (2010). Enhancing the assessment of tangible service quality through the creation of a cleanliness measurement 
scale. Managing Service Quality, 20(1), 70-88.
Barsky, J. D., & Nash, L. (2002).Evoking emotion: Affective keys to hotel loyalty. Cornell Hotel and Restaurant Administration Quarterly, 
HOTEL ROOM SERVICE 
QUALITY
(Independent variable)
x Room Size
x Room Cleanness
x Room Condition
x Room Quietness
x Bathroom and Toilet 
Cleanness
x Comfortably
x Layout Satisfaction
x Temperature Control
x Layout Convenience
x Enjoyable Stay
x Ambience
x Hotel Room Attraction
x Décor 
x Décor Attraction
CUSTOMER RETENTION
(Dependent variable)
x Expectation to repurchase
x Recommend to others
x Overall satisfaction
CONSUMPTION EMOTIONS
(Independent variable)
x Comfortable
x Secure
x Relaxed
x Cooling
x Calm
x Happy
x Pampered
x Peaceful
x Excited
CUSTOMER 
SATISFACTION
(Moderating variable)
x Room overall satisfaction
x Expectation fulfilment
x Quality assurance of
customer
387 Z. Nurul Syaqirah and Z. Putra Faizurrahman /  Procedia - Social and Behavioral Sciences  130 ( 2014 )  379 – 389 
43(1), 39-46.
Bearden, W. O., & Teel, J.E. (1983). Selected determinants of consumer satisfaction and complaint reports. Jounal of Marketing Research, 20(1),
21-28.
Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on customers and employees. Journal of Marketing, 56(2), 57-71.
Bitner, M. J. (1990). Evaluating service encounters: The effects of physical surroundings and employee responses. Journal of Marketing, 54(2),
69-82.
Bitner, M.J., & Hubbert, A., R. (1994). Encounter satisfaction versus overall satisfaction versus quality: The customer’s voice. In R. T. Rust & R. 
L. Oliver (Eds.), Service quality, new directions in theory and practice (pp.79-94). London, UK: Sage.
Bloemer, J. & de Ruyter, K., (1999). Customer loyalty in extended service settings: The interaction between satisfaction, value attainment and 
positive mood. International Journal of Service Industry Management, 10(3), 320-336. 
Brady, M. K., & Cronin, J. J. (2001). Some new thoughts on conceptualising perceived service quality: A hierarchical approach. Journal of 
Marketing, 65(3), 34-49
Boulding, V., Kalra, Staelin, A. R., &Zeithaml, V.A. (1993). A dynamic process model of service quality: From expectation to behavioral 
intentions. Journal of Marketing Research, 30, 7-27
Bonn, M. A., & Joseph-Mathews, S. M. (2007). Heritage/cultural attraction atmospherics: Creating the right environment for the heritage/cultural 
visitor. Journal of Travel Research, 45(3), 345-354.
Bou-Llusar, J., CamisOn-Zornoza, & Escrig-Tena, A.B. (2001). Measuring the relationship between firm percieved quality and customer 
satisfaction and its influence on purchase intentions. Total Quality Management, 12 (6), 719-34. 
Callan, R. J. (1996). An appraisement of UK business travellers’ perceptions of important hotel attributes. Hospitality Research Journal, 19(4), 
113-127.
Carneiro, M.J., & Costa, C. (2001). The influence of service quality on the positioning of five star hotels: The case of the Lisbon area. Journal of 
Quality Assurance in Hospitality & Tourism, 1(4), 1-19.
Chatura, R. & Andy N. (2003). Some moderating effects on the service quality-customer retention link, International Journal of Operations & 
Production Management, 23 (2), 230 – 248.
Churchill, G.A.,& Supernant,C. (1982). An investigation into determinants of customer satisfaction. Journal of Marketing Research, 57, 913-921
Choi, K., Cho, W., Lee, S., Lee, H., & Kim, C. (2004). The relationship among quality, value and satisfaction and behavioral intention in helath 
care provider choice: A South Korean study. Journal of Business Research, 19, 491-504.
Cronin, J. J. & Taylor, S. A. (1994). SERVPERF versus SERVQUAL: Reconciling performance based and perception- minus-expectations 
measurement of service quality. Journal of Marketing, 58 (1), 121-131.
Cronin, J.J., Brady, M.K., & Hull, G. (2000). Asessing the effect of quality, value and customer satisfaction on consumer behavioral intentions in 
service environment . Journal of Retailing, 76 (2),193-218.
Desai, K.K., Mahajan, V. (1998). Strategic role of affect-based attitudes in the acquisition, development and retention of customers, Journal of 
Business Research, 42, 309-24.
DeVeau , L . , DeVeau , P . , Portocarrero , N . & Escoffier , M . (1996). Front Office Management and Operations. Englewood Cliffs, NJ: 
Prentice-Hall , 5 – 16, 25 .
Elliott, K. M., Hall, M. C., & Stiles, G. W. (1992). Service quality in the health care industry: How are hospitals evaluated by the general public? 
Journal of Hospital Marketing, 7(1), 113-124.
Ekinci, Y. (2003). An investigation of the determinants of customer satisfaction. Tourism Analysis, 8,2-4, 197-203.
Ekinci, Y., & Riley, M. (2001).Validating quality dimensions. Annals of Tourism Research, 28(1), 202-223.
Ekinci, Y., Prokopaki, P., & Cobanoglu, C. (2003). Service quality in Cretan accommodations: Marketing strategies for the UK holiday market. 
International Journal of Hospitality Management, 22(1), 47-66.
Fassnacht, M., & Koese, I. (2006). Quality of electronic services: Conceptualising and testing a hierarchical model. Journal of Service Research,
9(1), 19-37.
Gardner, M. P. (1985). Mood states and consumer behavior: a critical review. Journal of Consumer Research, 12, 281-300.
Gilbert, D., & Horsnell, S. (1998). Customer satisfaction measurement practice in United Kingdom hotels. Journal of Hospitality and Tourism 
Research, 22(4), 450-464.
Goldsmith, A., & Mohd Zahari, M. (1994). Hospitality education in Malaysia: Filling the skill gap. International Journal of Contemporary 
Hospitality Management, 6(6), 27-31.
*UåLQLü-&RQFHSWVRIVHUYLFHTXDOLW\PHDVXUHPHQWLQKRWHOLQGXVWU\Economic Thought and Practice, 16(1), 81-98.
Havlena, W.J., & Holbrook, M.B. (1986). The varieties of consumption experience: Comparing two typologies of emotion in consumer behavior. 
Journal of ConsumerResearch, 13, 394-404.
Heide, M., Laerdal, K., & Gronhaug, K. (2007). The design and management of ambience: Implications for hotel architecture and service. 
Tourism Management, 28(5), 1315- 1325.
Howat, G. Absher, J., & Crilley, G., &Miline, I. (1996). Measuring customer service quality in sports and leisure centres. Managing Leisure, 
1(2), 77-89.
Hunt,H. K. (1977). CS/D- overview and future research directions. Conceptualization and and measurement of customer satisfaction and 
dissatisfaction.ed. H. K. Hunt Cambridge. M.A. Marketing Science Institute, 455-488.
Johnston, R. (1995). The determinants of service quality: satisfiers and dissatisfiers, International Journal of Service Industry Management, Vol. 
6 No. 5, pp. 53-71.
Johnston, R., (2001). Linking complaint management to profit, International Journal of Service Industry Management, 12, 1, 60-9.
Kahrig, T. (2005). Personal Communication, January 14, 2005.
Kim, B.Y., & Oh, H. (2004). How do hotel firms obtain a competitive advantage? International Journal of Contemporary Hospitality 
Management, 16(1), 65-71.
Kitapci, O. (2007). Perceptions of service quality in Turkey’s hotel industry: A perspective from international tourists. E Review of Tourism 
Research, 5(6). Retrieved October 17, 2011, from http://ertr.tamu.edu/appliedresearch.cfm?articleid=131
388   Z. Nurul Syaqirah and Z. Putra Faizurrahman /  Procedia - Social and Behavioral Sciences  130 ( 2014 )  379 – 389 
Knutson, B. J. (1988). Frequent travellers: Making them happy and bringing them back. Cornell Hotel and Restaurant Administration Quarterly, 
29(1), 83-87.
Kotier, P. (1973). Atmospherics as a marketing tool, Journal of Retailing, Vol. 49, pp. 48- 64.
Kotler, P., and Armstrong, G. (2004) “Principles of marketing”, 10th edition, N.J., Pearson Education.
Kotler, Philip & Armstrong, Gary (2006).Principles of Marketing.Pearson Education Inc, Upper Saddle River, New Jersey.
Laverie, D. A., Kleine, R. E., &Kleine, S. S. (1993). Linking emotions and values in consumption experiences: An exploratory study.Advances in 
Consumer Research, 20, 70-75.
Lehtinen, U. and Lehtinen, J.R. (1991). Two approaches to service quality dimensions, The Service Industries Journal, Vol. 11 No. 3, pp. 287-
303.
Lockyer, T. (2003). Hotel cleanliness: How do guests view it? Let us get specific. A New Zealand study. International Journal of Hospitality 
Management, 22(3), 297-305.
Lockyer, T. (2002). Business guests’ accommodation selection: The view from both sides. International Journal of Contemporary Hospitality 
Management, 14(6), 294-300.
Lockyer, T. (2005).The perceived importance of price as one hotel selection dimension. Tourism Management, 26(4), 529-537.
Lundberg, D. (1994) The Hotel and Restaurant Business, 6th edn. New York: Van Nostrand Reinhold, 64, 100.
Marsan, J. (1999) Ringing up revenues, hotels. Vol. 33, No. 9 September
Mano, H., & Oliver, R. L. (1993).Assessing the dimensionality and structure of the consumption experience: Evaluation, feeling, and satisfaction. 
Journal of Consumer Research, 20(3), 451-466.
McCleary, K. W., & Weaver, P. A. (1992). Do business travellers who belong to frequent guest programmes differ from those who don’t belong? 
Hotel Research Journal, 15(3), 51-64.
McDougall, G. H. G., & Levesque, T. J. (1994). A revised view of service quality dimension: An empirical investigation. Journal of Professional 
Service Marketing, 11(1), 189- 209.
Mey, L.P., Akbar, A.K., & Fie, D., Y., G. (2006). Measuring service quality and customer satisfaction of the hotels in Malaysia: Malaysian, 
Asian and non-Asian hotel guests. Journal of Hospitality and Tourism Management, 13(2), 144-160.
Min, H., Min, H., & Emam, A. (2002).A data mining approach to developing the profiles of hotels customers. International Journal of 
Contemporary Hospitality Management, 14(6), 274-285.
Moye, L. N. (2000). Influence of shopping orientations, selected environmental dimensions with apparel shopping scenarios, and attitude on store
patronage for female consumers. Unpublished doctoral dissertation, Virginia Polytechnic Institute and State University, Blacksburg.
Nash, R., Thyne, M., & Davies, S. (2006). An investigation into customer satisfaction levels in the budget accommodation sector in Scotland: A 
case study of backpacker tourists and the Scottish Youth Hostels Association. Tourism Management, 27(3), 525-532.
Nguyen, N., & LeBlanc, G. (2002). Contact personnel, physical environment and the perceived corporate image of intangible services by new 
clients. International Journal of Service Industry Management, 13(3), 242-262.
Oh, H., (1999). Service quality, customer satisfaction, and customer value: a holistic perspective. International Journal of Hospitality 
Management 18 (1), 67–82.
Oh, H., & Parks, S. C. (1997). Customer satisfaction and service quality: A critical review of the literature and research implications for the 
hospitality industry. Hospitality Research Journal, 20(1), 35-64.
Otto, D.S., Parry, B.L., Payne, C.R., Huefner, J.C., & Hunt, H.K. (2004). Customer satisfaction, dissatisfaction and complaining behavior. 
Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior. 17, 42-54.
Oliver, R, L. (1980). A cognitive model of the antecedent and consequences of satisfaction decision. Journal of Marketing Research, 17, 460-
469.
Oliver R.L. (1993). Cognitive, Affective, and Attribute Bases of the Satisfaction Response, Journal of Consumer Research. 20, 418-430.
Oliver, R. L. (1997).Satisfaction. A behavioral perpective on the consumer. New York, NY: Irwin/ McGraw-Hill.
Ovenden, A. (1995), "Keep your customers happy and your competition will slowly fade away", The TQM Magazine, Vol. 7 No.1, 46-9.
Parasuraman, A., Zeithaml, V. A., & Berry, L.L. (1994). Reassessment of expectations as a comparison standard in measuring service quality: 
Implication for further research. Journal of Marketing, 58(1), 111-124.
Patterson, P. G., & Spreng, R.A. (1997). Modelling the relationship between percieved value, satisfaction and repurchase intention in a business 
to business service content. International Journal of Service Industry Management, 8 (5), 414-34. 
Petrick, J.F. (2004). The roles of quality, value, and satisfaction in predicting cruise passangers’ behavioral intention. Journal of Travel Research, 
42 (2),397-407
Poon, W.C. & Low, K.L.T (2005) Are travelers satisfied with Malaysian hotels? International Journal of Contemporary Hospitality, 17 (2/3),
217-228.
Raajpoot, N. (2002). TANGSERV: a multiple item scale for measuring tangible quality in food service industry, Journal of Foodservice Business 
Research, Vol. 5 No. 2, pp. 109-27.
Ranaweera, C., & Prabhu, J. (2003). On the relative importance of customer satisfaction and trust as determinants of customer retention  and 
positive word of mouth. Journal of Targeting, Measurement & Analysis for Marketing, 12(1), 82-90. 
Russell, J.A. (1979). Effective space is bipolar. Journal of Personality and Social Physiology, 37, 345-365
Rust, R. T., & Oliver, R. L. (1994). Service quality: Insights and managerial implications from the frontier. In R. T. Rust & R. L. Oliver (Eds.), 
Service quality: New directions in theory and practice (pp. 1-19). Thousand Oaks, CA: Sage.
Ryan, C., & Gu, H. (2007). Perceptions of Chinese hotels. Cornell Hotel and Restaurant Administration Quarterly, 48(4), 380-391.
Rys, M. E., Fredericks, J. O., & Luery, D. (1987). Value=quality? Are service value and service quality synonymous: A decompositional 
approach? In C. F. Surprenant (Ed.), Add value to your service (pp. 25-28). Chicago, IL: American Marketing Association.
Ryu, K. and Jang, S. (2008). DINESCAPE: a scale for customers’ perception of dining environments, Journal of Foodservice Business Research,
Vol. 11 No. 1, pp. 2-22.
Saleh, F., & Ryan, C. (1992). Client perceptions of hotels, a multi-attribute approach. Tourism Management, 13(2), 163-168Selnes, F. (1998). 
Antecedents and consequences of trust and satisfaction in buyer-seller relationship. European Journal of Marketing, 32 (3/4),305-22.
389 Z. Nurul Syaqirah and Z. Putra Faizurrahman /  Procedia - Social and Behavioral Sciences  130 ( 2014 )  379 – 389 
Schiffman, L.G. & Kanuk, L.L. (2000) Consumer Behaviour, Seventh Edition, Prentice Hall, Upper Saddle River, New Jersey, pp. 7.
Stauss, B., Chojnacki, K., Decker, A., & Hoffman, F., (2001). Retention effects of a customer club, International Journal of Service Industry 
Management, 12, 1, 7-19.
Su, A.Y.L., (2004). Customer satisfaction measurement practice in Taiwan hotels. International Journal of Hospitality Management 23 (4), 397–
408.
Susskind, A. M., & Chan, E. K. (2000). How restaurant features affect check averages: A study of the Toronto restaurant market. Cornell Hotel 
and Restaurant Administration Quarterly, 41(6), 56-63.
Taylor, S.A. & Baker, T.L. (1994). An assessment of the relationship between service quality and customer satisfaction in the formation on 
cunsumers’purchase intention. Jounal of Retailing, 70 (2), 163-78.
Taninecz, G. (1990). Business traveller survey. Hotel and Motel Management, 205(3), 29-32.
Tourism Malaysia, (2003/2004). Malaysia accomodation directory. Kuala Lumpur: Tourism Malaysia.
Tourism Malaysia, (2010). Tourism Malaysia - statistic. Retrieved December 31, 2010, from http://www.tourism.gov.my/statistics.asp
Tourism Malaysia, (2010). Tourism Malaysia -statistic. Retrieved December 31, 2010, from http://www.tourism.gov.my/statistics.asp
Tourism Malaysia, (2013). Tourism Malaysia-Research, Facts and Figures . Retrieved 13th October, 2013, 
from http://corporate.tourism.gov.my/reseach.asp?page=facts_figures
Troye, S. V., & Heide, M. (1987). Gjesteundersøkelsenei Indre Nordfjord, Kristians and ogVestera°len, sommeren 1986. Bergen, Norway: Senter 
for Anvendt Forskning.
Veronique, A. (1997).Twisting servicescapes: Diversion of the physical environment in a re-appropriation process. International Journal of 
Service Industry Management, 8(1), 26-41.
Wakefield, K. L., Blodgett, J. G., & Sloan, H. J. (1996). Measurement and management of the sportscape. Journal of Sports Management, 10(1), 
15-31.
Weaver, P. A., & Oh, H. C. (1993). Do American business travellers have different hotel service requirements? International Journal of 
Contemporary Hospitality Management, 5(3), 16-21.
Weaver, P. A., & McCleary, K. W. (1991).Basics, bring ‘em back. Hotel and Motel Management, 206(11), 29-38.
Westbrook, R. A. (1987). Product/consumption-based affective responses and post purchase processes. Journal of Marketing Research, 24, 258-
270.
Wright, B. A., Duray, N., & Goodale, T. L. (1992). Assessing perceptions of recreation centre service quality: An application of recent 
advancements in service quality research. Journal of Park and Recreation Administration, 10(3), 33-47.
Wu, H.C., (2009). An empirical study of behavioural intentions in the Taiwan hotel industry. Unpublished PhD’s thesis, Lincoln University, 
Canterbury, New Zealand.
Wu, A., & Weber, K. (2005). Convention centre facilities, attributes and services: The delegates’ perspective. Asia Pacific Journal of Tourism 
Research, 10(4), 399-410.
Wu, A., & Weber, K. (2005). Convention centre facilities, attributes and services: The delegates’ perspective. Asia Pacific Journal of Tourism 
Research, 10(4), 399-410.
Yoo, D.K., & Park, J.A. (2007). Perceived service quality – Analyzing relationships among employees, customers and financial performance. 
International Journal of Quality & Reliability Management, 21(9): 908-926.
Zeithaml, V. A., & Bitner, M. J. (2000). Services marketing: integrating customer focus across the firm. Boston, MA: McGraw-Hill.
